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Most of the Finnish family houses have got a garden yard to take care of, so there will be 
demands for family gardening service, especially for the elderly who live alone 
demanding for this service more. On the other hand, most of the foreign students in 
Finland would need a part time job to support their study life.  
The objective of this thesis is to make a business plan for a start-up service company 
mainly specializing in residential gardening care. Through the marketing analysis, I 
identified the demands and supply, the existing competition; through the marketing plan, 
I worked out the pricing, promotion, the distribution and other marketing means, to find 
out how can better reach and satisfy the customer’s needs. At the same time tried to find 
out what necessary legal procedures are for a start-up company.  
Method: Marketing analysis. Marketing plan. 
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1 INTRODUCTION  
 
 
Almost every family has got a garden yard to take care of. Walk down any residential 
street in any town or village and you will find gardens, usually front and rear. The majority 
are well kept but some others are not. Not everyone can keep their yard well, for those 
people who spend most of their time at work. Moreover, there are elderly people who need 
help with gardening.  
The thesis is a business plan about establishing a service company for private house garden 
cleaning and maintenance in Ylivieska city Finland.  
It describes the ownership of a two-person owned company. The two main steps have been 
taken before setting up the company: marketing research and marketing plan, it also tells 
about the operating and management of the company. 
In the thesis is generally described the business environment, its development, the demand 
and supply, and the competition in the line of business based on the marketing research has 
been done by my partner Joni Isokosi who is a native, studying and living in Ylivieska city 
of Finland. 
In the marketing plan section where is described how we target the market, the product, the 
pricing, the distribution channels, communication and promotion as the means of 
competition. 
In the end, from the planning of service product to the organizational function, mainly the 
process, the control and follow up of the service, the personal structure and developing, as 
well as the sales forecast and risk analysis are described. 
We aim on building up this business as a gardening expert. “JIMY” Yard Care will start up 
as a partnership, owned jointly and equally by Joni Isokoski and Ming Yu. As the business 
grows, the owners will consider re-registering as a limited liability company. 
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2 BUSINESS ENVIRONMENT AND ITS DEVELOPMENT 
 
 
2.1 Overview 
 
The lawn and garden services industry is comprised of establishments primarily engaged in 
performing a variety of landscape maintenance services.  
This industry includes an abundance of firms that provide a wide range of services, 
including sod laying, lawn mowing, and seeding. Firms also may serve such niche markets 
as lawn mulching, cemetery maintenance, garden planting, fertilizing, lawn spraying and 
treating, highway center-strip maintenance, and athletic field and golf course turf 
installation. (The Gale Group, Inc. 2014.) 
In addition to walking and hiking in nature, gardening is the most popular hobby among 
Finns, although Finland is covered with ice and snow for as long as for half a year. There 
are well maintained home gardens all over the country, as far north as in Lapland. 
Gardening is promoted by the fact that most Finns (approximately 80%) prefer to live in 
houses of their own. But this is possible for only 40 per cent of the population. At the same 
time the relative number of summer houses or cottages is greater in Finland compared with 
any other country in the world. (Puutarhaliitto 2014, 2) 
The value of acquisitions made for garden care and maintenance has doubled over the last 
decade. In 2011 over 80 per cent of Finnish households made acquisitions for their garden 
or balcony. The value of these purchases was over 500 million Euros in total.  
(Puutarhaliitto 2014, 2) 
Research has been done by my partner (Joni Isokoski) on the purpose of identifying the 
demand of the gardening service in the city of Ylivieska. Questionnaire for collecting 
answers and feedback was made and distributed around the local shops, cafes and any 
other proper places with medium traffic of people. Interviews were arranged at a local 
elderly house and Joni had discussion with tenants, also random people around the city 
were visited door-to-door and asked their opinions and needs for gardening services. 
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2.2 Ylivieska Region  
 
Ylivieska is a central market area with 14 748 inhabitants, the location of the main line of 
the shaft and the national highway No. 27 and No. 86 Main Road at the intersection 
guarantees quick access to all parts. Ylivieska forms together with the Alavieska, Merijarvi 
and Sievi municipalities and Kalajoki and Oulainen cities the Ylivieska region.  
Ylivieska is a service town  
� Approximately 74% of jobs are within services. 
� Construction and industrial share of employment is about  21%  
� Agriculture and forestry account for 4%. (Ylivieskan City Information 2014.) 
Ylivieska is known as a center of trade, diverse retail stores and specialty stores serves 
customers in the area. Ylivieska is particularly well known as an attractive car sales center. 
Strong industries include metalworking, electronics, mechanics and mechanical wood 
industry. The brick industry has a long tradition of Ylivieska and the area is still 
significant. (Ylivieskan City Information 2014.) 
From the TABLE 1, until 31.12.2013 we can see that the population proportion of 21.2% is 
0-14 year old kids and teenager, 62.6% of 15-64 year old is youth and adults, and of 16.2% 
old people aged 65 above. And some figures give the number of families 3905, and 6559 
houses in Ylivieska City. 
TABLE 1. Key figures of Ylivieska (Statistic Finland 2014.)  
  
  The whole 
country 
Land area in km2 1.1.2013 569   303 891 
Degree of urbanization,% 1.1.2012 85.5   84.7 
Population       
Population 31.12.2013 14 748   5 451 270 
The change in population,% 2012 - 2013 1.5   0.5 
0-14 year-olds the proportion of the population,% 31.12.2013 21.2   16.4 
Age group 15-64% of the population 31.12.2013 62.6   64.2 
Aged 65% of the population 31.12.2013 16.2   19.4 
   (Continues) 
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TABLE 1. (Continues)    
The Swedish-speaking population share,% 31.12.2013 0.3   5.3 
Foreign citizens accounted for the population,% 31.12.2013 0.8   3.8 
Inter-municipal migration gain / loss, people in 2013 78   0 
Excess of births, 2,013 people 125   6 662 
The number of families 31.12.2013 3 905   1 471 085 
State taxable income, EUR / income recipient in 2011 24 of 441   26 555 
Housing       
Housing The number of municipalities 31.12.2013 6 559   2 599 613 
Rental apartment living in dwelling units as% of 31.12.2012 25.6   30.5 
Terraced and detached houses household-dwelling units share 
of households,% 31.12.2013 
73.5   54.0 
Summer Cottage Number of 31.12.2013 257   498 694 
Education       
At least upper secondary education by 15 years of age,% 
31.12.2012 
71.0   68.5 
Higher education graduates among 15-year-olds,% 
31.12.2012 
24.4   28.7 
The labor market       
Number of jobs in the municipality 31.12.2011 6 442   2 354 422 
The share of employed 18-74 year-olds,% 31.12.2012 61.0   60.1 
Unemployment rate,% 31.12.2012 10.5   10.7 
A resident of the municipality of the employed labor force 
31.12.2012 
6 034   2 339 904 
Their municipality of residence in employment share of the 
employed labor force, 31.12%. 2011 
73.1   67.0 
Primary production, the share of jobs,% 31.12.2011 3.6   3.5 
Refining the share of jobs,% 31.12.2011 22.4   22.1 
Services, the share of jobs,% 31.12.2011 72.9   73.1 
Action Covers an area of unknown proportion of jobs,% 
31.12.2011 
1.2   1.3 
The economic dependency ratio, outside the labor force or 
unemployed are employed as per 31.12.2012 
1.41   1.32 
Retired the share of the population,% 31.12.2012 21.4   24.2 
Companies       
The company Outlets 2012 938   352 299 
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2.3 Development in the line of business  
 
In spite of the fact that the exact figure of the gardening service development in Finland 
could not be found, we can still take the reference of the service industry as an overview 
and figure out how fast growth the service of Finland. 
As shown in the GRAPH 1, turnover in service industries grew by 1.3 per cent in the third 
quarter of 2013 compared to the corresponding time period of the year before. One year 
before, the turnover in service industries grew by 3.1 per cent. (Statistic Finland 2013.) 
From July to September, turnover showed positive development in all main service 
industries apart from transportation and storage, where the drop from the corresponding 
period of the previous year amounted to 0.9 per cent. The growth was fastest in 
professional, scientific and technical activities, where turnover grew by 4.4 per cent. Real 
estate activities also reached over three per cent growth and turnover increased by 3.5 per 
cent year-on-year. (Statistic Finland 2013.) 
GRAPH 1. Turnover of service industry (Statistic Finland 2013) 
Turnover developed most favourably in other service activities, where the turnover grew 
by 2.8 per cent. (Statistic Finland 2013). 
6 
 
2.4 Total demand and supply, customers 
 
Every family house with a yard is a potential customer. After 5 days’ work, back to house, 
people may not want to continue with gardening work. Some elderly people live alone 
demand for this kind of service. 
In order to better understand the situation of targeted market group in this aspect, research 
was done by Joni Isokoski in the summer 2013.  
Some relevant results by questionnaire indicated: 
Total number of answers: 67 
Location: Ylivieska City, Finland 
It shows that about 40% of the elderly would need help with gardening in the summer and 
in winter the need is about 55%, and about 15% would be willing to get help for taking 
care of the apartments (household cleaning, fixing, etc.) In TABLE 2 can see the need of 
tasks more precisely, in summer season, the business calculates on gardening and fixing, 
and in winter, the need of snow removal is the most expected. 
TABLE 2. Needs of tasks more precisely 
SUMMER Gardening Fixing Cleaning Other 
 58% 30% 15% 35% 
WINTER Ground snow removal Roof snow removal Chopping wood  
 60% 45% 30%  
Other: chopping wood, walking the dog, and so on.  (Isokoski 2013.) 
Interview indicates: 
Around 20 interviews in the local Elderly house were interviewed. According to the 
interview, about the language speaking at least some basic level of Finnish should be 
known by the worker when providing for the cleaning service. And the median amount of 
price the customer expects for is 7,45e per hour; the customers would like to calculate and 
clarify all questions for pricing purpose. (Isokoski 2013.) 
What it comes to the working tools such as grass cutters and snow blows, only two 
respondents said that we should be able to provide the tools and transportation for them, 
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the rest interviewees do have some appropriate tools, all we would need is to be able to 
provide for services. (Isokoski 2013.) 
 
2.5 Competition 
 
The gardening care service will focus on niche market, there is rarely competitors at the 
moment in Ylivieska, although some similar kinds of services supplied by some cleaning 
companies, such as ISS and SOL; however, they do not really provide services for 
individual residents housing, but mostly for public facility service, such as supermarket, 
schools and city hall, and so on.  
“We produce personnel support services for private companies and organisations, and the 
public sector.” (ISS 2013.) 
“SOL Cleaning Services provides services throughout Finland and in Estonia, Latvia and 
Russia. We offer our clients a centralised package comprising most services related to 
business and public premises.” (SOL 2013.) 
“Our clients comprise companies and institutions from all business and public sectors: the 
food and pharmaceutical industries, hospitals, the retail sector, energy industry, schools, 
hotel and catering business, the metal industry and transportation.” (SOL 2013.) 
However, Vieskan Property Maintenance Ltd possibly is a potential competitor which is a 
private family-owned company, founded in 1978. The office is located in Ylivieska. They 
offer property maintenance and building services, such as technical service, maintenance 
of outdoor areas, for opening the doors, cleaning services, apartment building cleaning, 
retail cleaning, office cleaning, apartment cleaning; and the machine works, such as snow 
removal, sweeping works, sanding work; also the landscaping, such as lawn mowing, non 
bushes and fences cutting. (Vieskan kiinteistohuolto Oy 2013.) 
In addition, there competitors are from the customers’ relatives, too. Most likely, the elder 
will ask their grandson and granddaughter for help with the garden care. However, those 
kids are youngsters or pupils normally.    
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3 VISION AND MAIN GOALS 
 
 
JIMY Yard Care Company want to be the first specialized in Finnish residential gardening 
service in Ylivieska, and dominate the house gardening service in Ylivieska as to its 
surrounding cities.  
The company main goals are:  
� Obtain contracts for yard service in at least 30 different residential homes in the 
first year,  
� Increase our number of clients served by 30% per year,  
� Develop a sustainable business, slowly but carefully, and provide a part time job 
for foreign student who have financial difficulties on study.  
According to the investigation, it shows that at least 394 gardens of 33% of the elderly 
customers can be targeted on, and the service will exceed the customers’ expectations. 
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4 BUSINESS IDEA AND STRATEGY 
 
 
The business idea says what the business will do, to whom it will sell its products, and how 
the business will implement these things.  (Finnish Enterprise Agencies 2013, 9.)  
The idea is to provide individual housing gardening services which grows with each 
passing day of demands for grass cutting, leaves cleaning, bush trimming, snow cleaning, 
and so on.  
“We are here to help, in return for your help” is going to be as our Slogan.   
The business strategy will initially rely on the knowledge of the local community Ylivieska 
city. Phone calls will be answered promptly, services will be done professionally and on 
time, and customers will be treated with respect. We will always work as a team, allowing 
for direct supervision of all workers and direct involvement with the job at hand, to ensure 
customers receive the high quality they expect. The marketing strategy in the first year 
relies largely on face-to-face contact with customers, and word-of-mouth from satisfied 
clients. In the second year, more ads will be published, and in different papers (such as in 
the nearby city). Moreover, the aim is to generate more word-of-mouth from the customers. 
The challenge will be to effectively communicate experience and skills in lawn care and 
related work. A portfolio of some of the nicest lawns that have worked on in the past, and 
photos of the company’s own lawn, which is more similar to the ones in the neighborhood 
will be brought. The company will also be willing to offer a free estimate and cutting for 
those that are interested in a possible contract.  
As a starting point, for lowering the costs, customers are required to prepare for all 
necessary equipment, and the company provides labor work only. The worker can learn 
from using different machines and tools, and get necessary trainings by the customers, also 
to enhance our customer relationship by making the customers training ship. 
The elderly people will be the main targeted customer segment at the start up, gradually, 
the company will grow strong and professional in the field of business, get reputation and 
become more stable and confident, and then we move onto the other customer segment that 
will relatively have higher requirement for the services. 
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As time passes, not only will the company focus on residential work, but also expand and 
promote business to corporate companies, banks and schools. 
Before the start of the company, a SWOT analysis was made for better understanding the 
business environment as shown in TABLE 3. 
The strengths of the business include easy processes to implement, ability to deliver 
service fast, favorable start up location, and flexibility in service. The business has 
weaknesses, for example, it is small and a new player, does not have much flowing money, 
does not have enough manpower and skilled staff workers. However, there still are 
opportunities, there is not many competitors, and the company can expand the business to 
other market in future, no political and regulatory environmental intervention. Yet we 
might have threats, too. Lawn care is a luxury after all, the business is seasonal, and there 
might be larger competition. 
TABLE 3. SWOT analysis 
� Strengths of business  
1) Processes to be implemented are simple 
2) Prompt delivery capability 
3) Favorable geographical location 
4) Flexibility in servicing 
� Weaknesses of business 
1) New and small player in the market  
2) Limited budgets  
3) Limited manpower due to start up phase 
4) No skilled workers 
 
� Opportunities for the business 
1) Less local competitors  
2) Extension to other market also possible 
in future  
3) No political and regulatory 
environmental intervention 
 
� Threats for the business  
1) Recession as lawn care is a luxury  
2) Industry is seasonal  
3) Environmental factors also favor larger 
competition 
 
 
(The SWOT analysis is based on school learning, lectures of Strategic Operation 
Management by the teacher Mr. Ossi Paivalainen 2013 from Centria University of Applied 
Sciences)  
